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CREATING GROWTH WITH SERVICES: A STRATEGIC PERSPECTIVE
Gheorghe MILITARU, Politehnica University of Bucharest, Romania

Abstract

This paper explores service sector and its potential to take into account different opportunities offered by traditional customer service and product related services. In order to meet the increasing more complex needs of customers and respond to decreasing product margins, product-oriented firms have developed a growing interest in extending their service business. Based on both literature and also the author’s experiences through observing firms in Romania and Europe, this paper proposes a simple framework to aid practitioners and academics to better understand how the product-oriented firms must consider the ever increasing expectations of consumers and develop services that respond to them. The presented here also suggest as maintaining competitive advantages and achieving service-based growth advantages are becoming increasingly challenging for the most product-oriented companies.

COMPETING MARKETS DYNAMICS AND THEIR INFLUENCE UPON INDUSTRIAL CORPORATIONS. SHORT TERM EQUILIBRIUM 

Assoc. Prof. Sabina GHERGHEL, Ph.D, University of Oradea, România,

Assoc. Prof.  Liliana INDRIE, Ph.D, University of Oradea, România,

Assoc. Prof. Mariana PRICHICI, Ph.D, University of Oradea, România,

Lecturer Camelia PORUMB, Ph. D, University of Oradea, România,

Abstract

Any modern corporation acts according to the conditions imposed by some competing markets the dynamics of which forces them to adopt some structures and strategies that would allow them to deal with competition successfully. In the paper it is analyzed the nature of markets dynamics upon which the corporations act, and in order to study the problem of determining the equilibrium price, a short term is required.

THE USE OF ARTIFICIAL INTELLIGENCE AS SUPPORT OF MANAGERIAL DECISION AT THE INDUSTRIAL CORPORATIONS LEVEL

Assoc. Prof. Sabina GHERGHEL, Ph.D, University of Oradea, România,

Assoc. Prof. Liliana INDRIE, Ph.D, University of Oradea, România,

Assoc. Prof. Mariana PRICHICI, Ph.D, University of Oradea, România,

Lecturer Camelia PORUMB, Ph. D, University of Oradea, România
Abstract

Taking decisions is a process of choosing between two or more alternatives in order to attain the organization’s objectives. The manager of the organization is forced to take decisions permanently and to communicate them to the other members. The paper presents the evolution of concepts regarding decision within industrial corporations and insists on the use of artificial intelligence, considered to be the support of managerial decision.

THE MANAGEMENT OF A LEGACY SCADA SYSTEM UPGRADE PROJECT - AN AGILE APPROACH 

Prof. Dr. Eng. A. Purcărea, Politehnica University of Bucharest, Romania

Dr. Eng. V. Răşcanu, Politehnica University of Bucharest, Romania
PhD. Candidate V. Persideanu, Politehnica University of Bucharest, Romania
PhD. Candidate B. Prisecaru, Politehnica University of Bucharest, Romania

Abstract

The upgrade of a legacy SCADA (Supervisory Control and Data Acquisition) system belonging to an energy producer is a difficult task, mainly because one of the conditions to be met is the temporary simultaneous functioning of both the new and the old system while using some common parts of their architecture. This fact ensure the continuity of the producer’s operation on the energy market, operation which also imposes special requirements regarding the system availability. The paper describes the way such a large upgrade project, critical for the organization core business, was successfully managed by the authors using an Agile approach. The implementation of the project took place during the 2003-2005 time period, at a Romanian energy producer site, using a distributed development team and having a “zero-defects” target at the software level.
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ISO 9001 VS. CMMI AND THEIR CONTRIBUTION TO ORGANIZATION DEVELOPMENT

Prof. Dr. Eng. Cristian Niculescu, cristian@niculescu.ro, Politehnica University of Bucharest, Romania,

Bianca Prisecaru, PhD Candidate, biancaprisecaru@gmail.com, Politehnica University of Bucharest, Romania,
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Cătălina Dărăban, Ph. D. Candidate, cmcalaras@yahoo.com, Politehnica University of Bucharest, Romania

Abstract

ISO 9001 is a standard that establishes requirements for quality management system which can be implemented by an organization in order to prove its constant ability to provide products that meet customer requirements and legal reglementations. CMM (the Capability Maturity Model) is an industry specific quality model for software development. With CMM, it is possible to define where you are, define where you want to go, and create a program to get there all following other organizations who have done it before you. The purpose of the paper is to debate the differences and similarities of ISO 9001 and CMMI, and to see if we need CMMI or ISO 9001 more for achieving continuous improvement of organization processes. The methodology is to compare the two frameworks: ISO 9001:2008, that can generate variable audit results concerning the conformity, with CMMI where, the emphasis during an appraisal will be on the process performance and not on the end results’ quality. 
Keywords: ISO 9001, CMMI, process, project, certification, appraisal.

CONSIDERATIONS REGARDING COMPANY VALUATION METHODS

Cristian-Aurelian POPESCU, Cristina SIMION, University POLITEHNICA of Bucharest, Romania

Abstract

Valuation methods of companies are a subject far from being finished up. Still many researchers approach this subject from different perspectives, recognizing its importance in business and strategy, i.e. investing purposes, mergers and acquisitions perspectives, selling out and spinning of businesses, etc. In the past few years, many researchers recognized the shortcomings of traditional accounting based methods of company valuation, and more and more attention was given to non-accounting factors affecting value of the company. This paper presents the most usual company valuation methods (cash flow methods; market methods or valuation with multiplication indicators; and value methods) and their criticism, as well as non-accounting factors (the staff and organization; and the loyalty of customers investors and employees) that affect the company’s value.

POSSIBLE COMPETITIVE STRATEGIES ADOPTED IN THE AIRLINE INDUSTRY

Cătălina Monica Alexe, University “Politehnica” of Bucharest, 

Department of Management, Romania
Abstract

The European airline market is constantly changing. Long-term traffic growth is expected to slow over the next 20 years from recent rates of 6 to 7 % each year, to an average of 4.1 %. 

Expansion of the free market will continue to stimulate air travel demand on short - to medium - range routes. The European Common Aviation Area aims to include 58 countries and approximately 1 billion people by 2027. Open skies agreements with countries in the Middle East and North America have brought more new competition than opportunities for European airlines in the near term. The emergence and growth of no frills, low-cost carriers have radically altered the nature of the competition within the industry. Both traditional carriers and low-cost carriers need to apply competitive strategies to survive. The aim of this paper is to identify challenges faced to the airlines and provide new insights into the development of competitive strategies, particularly, for low-cost carriers

Keywords: traditional carriers, low-cost carriers, competitive strategy

KEY FACTORS FOR SUCCESS IN SERVICES DEVELOPMENT 

Prof. Univ. Dr. Eng. Sorin IONESCU, University POLITEHNICA of Bucharest, Romania

Lecturer dr.eng. Nicoleta CĂRUŢAŞU, University POLITEHNICA of Bucharest, Romania

Ec. Irina-Mihaela GEANTĂ, AMCSIT-Politehnica, Bucharest, Romania

Abstract

The services quota in economy is constantly increasing, being the most important economic sector in the developed countries. The role of services management is to establish the organisational objectives and to use efficiently the organisational resources, in order to transform them into services.The present article aims at identifying what success, efficiency, but also failure and inefficiency mean, based on a study performed for designed services in various organisations. Moreover, the study reveals the key factors for success and the methods that should be applied to lead an organisation to success. Thus, a competitor entering the services environment must identify which are the key factors for success, whether these will change in the future and how they will be used, from the beginning.

Clearly identifying the key factors for success is mandatory for a management of performances.
ADVANCED MANAGEMENT INSTRUMENTS USED FOR THE CONTINUAL IMPROVEMENT OF SUCCESSFUL ORGANIZATIONS

Daniel Valentin Nicolescu, S.C. IPSOS INTERACTIVE SERVICES S.R.L., Romania

Abstract

The management of organizations in a complex and changing world presents a major challenge. Making sense of conflicting priorities, allocating limited resources, understanding the impact of the organizations actions, comparing performance with competitors and responding to customer needs are just some of the issues management have to address. Some organizations seek solutions that avoid the complexity described above.
This paper will analyze how organizations can increase their competitive advantage by using Balanced Scorecard in the continual improvement process. If integrated into the organization’s management system, Balanced Scorecard can prove to be a successful tool that helps to improve the organization measurement systems, the strategic management system and the communication tools as part of the continual improvement process.
TECHNIQUES FOR INCREASING THE ENTERPRISES’ EFFICIENCY

Irina-Ştefana Cibotariu, Faculty of Economic Science and Public Administration, Ştefan cel Mare University of Suceava, Romania

Abstract

A company’s efficiency represents a concept that joins a heterogeneous assembly of microeconomic and organizational elements, which can be approached by different points of view. The structural configuration and organizational efficiency of the company can be influenced by the following primary dimensions: training, standardization, formalization, configuration and traditionalism. Combining these primary dimensions leads towards different fundamental dimensions of the enterprise, among which: the structure of activities, the authority’s involvement, controlling the work flow, etc. In this present paper, I tried to analyze the increasing of efficiency for a company and of its productive and competitive capacity, considering the point of view of financial managing and financial management. Therefore, the increasing of enterprises’ efficiency can be carried out either by internal increasing (self-financing and attracting of loans), or external increasing (fusion, absorption, attracting of new shareholders, etc.).
Increasing the business competitivity by reducing the logistic costs

Claudiu Adrian Purdescu, University “Politehnica” of Bucharest, Romania

Cristian Niculescu, University “Politehnica” of Bucharest, Romania

Florentina Purdescu, “Grigore Antipa” National Museum of Natural History, Romania

Abstract

In our days, any advantage over the competitors can be crucial for the growth as well as for the existence of a business. The competitivity of a business has become more and more dependent of the ability to adapt to the continuous change of the business environment. In this situation, logistics may be the best source of competitive advantage for a firm because it is less easily duplicated than other elements of the marketing mix. Also, the amount of total logistic costs can substantially influence the selling price of a product, differentiating in significant way the demand for identical or similar products. Albeit it is difficult to evaluate the logistic costs, they can be estimated up to 10 to 16 % of total sales.

Key words: Business, Logistics, Costs, Competitivity
Improving customer service using logistics information systems

Claudiu Adrian Purdescu, University “Politehnica” of Bucharest, Romania

Adrian Valentin Moise, Broadcasting Romanian Society

Florin Stanculeanu, University “Politehnica” of Bucharest, Romania

Abstract

Computer and information technology has been utilized to support logistics for many years. Information technology is seen as a key factor that affects the growth and development of logistics. The order processing system is the nerve center of the logistic system. A customer order serves as the communications message that sets the logistic process in motion. The speed and quality of the information flows have direct impact on the cost and efficiency of the entire process. The power of logistics in achieving an organization’s customer service goals and supporting customer satisfaction has received an increased amount of attention by the managers. In addition, the managers must be able to get the required information to be able to make important decisions. Thus, information systems that provide easy access to real-time data are needed to support the decision process.

Key words: Logistics, Information systems, Customer service
PERFORMANCE MANAGEMENT AS A KEY FACTOR FOR SUCCESSFUL BUSINESS

Anca Alexandra Purcărea, Lucia Sandovici, Dan Dumitriu, Politehnica University of Bucharest, Management Department, Romania

Abstract

Many organizations find themselves facing the situation where they have the data that they need for their ERP, but they just can’t get it out as usable information. The operations team has no coordinated view of the organization and often learns of closed sales opportunities long after the opportunities have passed. Managing and optimizing business performance is a critical requirement for maximizing business profitability and returning shareholder value. In fact, it is a critical requirement for remaining viable in today’s fast-moving and competitive business environment. The paper describes performance management and provides insight into how a strategic implementation can affect an organization and its activity. The concepts of performance management (BPM, CPM) and business intelligence (BI) are presented and analyzed also from the IT perspective. The trends and associated benefits are discussed and as well the key performance indicators that can influence a company’s business.
JUSTIFICATION AND BENEFITS OF ADOPTING A BUSINESS INTELLIGENCE ENVIRONMENT

Dan Dumitriu, Politehnica University of Bucharest, Management Department, Industrial Management Chair, Romania

Abstract

The amount of business data is increasing exponentially, it practically doubles every two to three years. More information means more competition. In the age of the information explosion, executives, managers and workers all need to be able to make better decisions faster. Because now, more than ever, time is money. Business managers eventually discovered that raw data are rarely of any benefit, and that their real value depends on an organization’s ability to analyze them. Hence, the need emerged for software systems capable of retrieving, summarizing, and interpreting data for end-users. Business intelligence is about making better decisions easier and making them more quickly. This paper also covers the following topics: the importance of developing a business justification and a business strategy for BI decision-support initiatives; business drivers and strategic business goals, as the motivating forces behind every BI project; the use of cost-benefit analyses to demonstrate how a return on investment (ROI) can be achieved.
POSSIBILITIES AND LIMITS OF FORESIGHT

Rolf Becks, Prof.Ph.D.ec., Technische Universitat Darmstät (TUD), Germany

Abstract

Social systems need to make decisions in order to be capable of action. Whether a decision is good or bad depends largely on the quality of the future-related information which can be used during the decision-making process. This essential information for the planning and decision-making process is the main task of the future research.

For the process of decision-preparation, two types of future-related statements are relevant: the positivistic forecast and the normative projections.

Future research propagates not a passive acceptance of future conditions; the results of the future research mean especially a call to action. 

Future can be created and needs to be created.
MECHANISM SYSTEM FRAMEWORK OF EMERGENCY MANAGEMENT

An Chen1,2, Jingjing Qi3 and Ning Chen4
1 Institute of Policy and Management, Chinese Academy of Sciences, Beijng, China

2 Institute of Emergency Management, Henan University, Kaifeng, China
3 School of Mathematics, Shandong University, Jinan, 250100, China
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Abstract

With the modernization of the society, various kinds of risk which threaten human life and property become more and more serious. The general mechanism of emergency and related management is of crucial importance to guide the process of emergency management for lessening the negative impact of emergency. This paper proposes the structure of mechanism system, which is composed of principle, logic, process and operation mechanisms for emergency and related management respectively. The implication and functionality of the mechanisms are discussed.

Keywords: incident, emergency, emergency management, mechanism

From BalanceD Scorecard to Marketing Dashboard – A Step Forward Towards Better Marketing Accountability

Prof. Anca Alexandra Purcarea, Ph.D., Politehnica University of Bucharest, Romania

Daniel M. Micu, Ph.D. Student, Politehnica University of Bucharest, Romania

Abstract

In the last period of time, marketers are emphasizing the contradiction between the abundance of marketing data and the impossibility to correlate them in order to improve the marketing activity. In order to deal with this situation, ‘marketing dashboard’ concept was introduced, as an extension of ‘balanced scorecard’. The concept is defined as an integrated display of the most important marketing metrics. In fact, marketing dashboards are a response to the increasing complexity of market data in the information age. The purpose of this article is to examine the motives behind this concept, the status of research in this area, to explain what it is and the principles of how to develop a marketing dashboard and to underline opportunities for a better marketing accountability and a stronger influence on top management decisions.

Keywords: marketing accountability, balance scorecard, marketing dashboard


